






















学校编码：10384                        分类号      密级       




       硕  士  学  位  论  文  
                                          
基于网络自媒体平台的品牌传播模式研究 
——以微信公众平台为例 
A research about brand communication modes which based 
 on network we media platform 
 ——With the WeChat public platform as an example 
      张弥弭 
指导教师姓名： 陈 培 爱 教 授 
专 业 名 称 ： 广 告 学 系 
论文提交日期： 2014 年 4 月 
论文答辩日期： 2014 年 5 月 
学位授予日期： 2014 年 6 月 
  
答辩委员会主席：           
评    阅    人：           
 





























究       
张
海







































例                
张
弥




师     
陈
培
爱     
教
























另外，该学位论文为（                            ）课题（组）
的研究成果，获得（               ）课题（组）经费或实验室的



































（     ）1.经厦门大学保密委员会审查核定的保密学位论文，
于   年  月  日解密，解密后适用上述授权。 







                             声明人（签名）：张弥弭 
























































Web 2.0 technology makes Internet ecosystem has undergone earth-shaking 
changes,in such environment gave birth to the concept of "we media", it covers a 
variety of types such as the blog, podcast, SNS site, weibo,WeChat,etc. It has broken 
the traditional one-way information communication mode and makes the boundaries 
declining day by day between the communicator and audience.It also subtly changing 
the way we receive and transmit information. In this times of “everyone speak”and 
“everyone is advocator”,brand communication is also experiencing a series of 
change——how to deal with challenges of media technology update, how in-depth 
interaction and communication with consumers,these are important topics in front of 
brand owners. 
WeChat public platform is a new thing,but has formed a powerful momentum of 
the user actively create and disseminate the contents,its influence cannot be 
ignored.More and more brand try to explore new mode in this platform,making it the 
new position of brand communication.But In view of the short exist time of WeChat,it 
has not cause enough attention of academic.Based on such real background,this paper 
choose WeChat public platform as an example, discuss the brand communication 
mode based on network we-media platform. 
The first chapter is introduction,the second chapter try to clarify the concept of 
we media from the perspective of theory,explain its communication characteristics 
with 5W mode,and gave an outline of several kinds of main types. 
Network we media times gave birth to some new brand communication 
value,through the “usage of network we media platform survey”,the fourth chapter try 
to give some analysis,and summarize the advantages of brand communication on the 
we media platform. It is true that brand communication on we media platform have 
some problems which difficult to ignore,the sixth chapter try to make a summary on 
these issues and give the corresponding strategies, hope to provide advices and 
solutions for the brand owners. 
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新媒体的总称。该书中文版于 2005 年 1 月在中国台湾发行，并译名为《草根媒




















































































































































吉尔莫将这个过程描述为从“Old Media”到“New Media”再到“We Media”，
其中“Old Media”指通常所说的四大传统媒体，“New Media”指互联网出现后
传统媒体的网络版，而“We Media”则是指以博客为代表的个人媒体。至此，自
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